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WHY A CAMPAIGN? AND WHY NOW?
In a landscape clouded by confusion and lack of transparency, where reliable and clear 
information about fashion, sustainability, companies, production processes and true 
quality is hard to find, we feel an urgent need for a campaign centered on values — 
especially those that are intangible, invisible but measurable, of a wardrobe. 

It is crucial to highlight the invisible yet concrete and measurable elements that give real 
value to a brand, company and product. Only by doing so can we build a new-
generation wardrobe — one that is conscious, meaningful and truly authentic.

THE NEW
C.L.A.S.S.

CAMPAIGN

THE WARDROBE ACCORDING TO C.L.A.S.S.
For C.L.A.S.S., the wardrobe is much more than 
clothes and accessories: it’s the sum of 
everything we use to take care of ourselves on a 
daily basis.

Garments, beauty products, fragrances, 
personal care, home and wellness essentials — 
every choice tells a story about who we are.



INSIDEOUT, INSIDE + OUTSIDE VALUES: 
THE ESSENCE OF THE 

NEW-GENERATION WARDROBE
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AN 
INTEGRATED

VALUE SYSTEM

The InsideOut Campaign was created to uncover and share ALL the verifiable 
values behind a new-generation wardrobe.

“All” means that near the outside values — such as aesthetics, performance, 
and look & feel — we must also reveal and add the inside, invisible, yet 
measurable values: ethics, transparency, traceability, social commitment and 
much more.

Together, these elements narrate the journey and the set of choices that shape 
the true identity and value of companies and products.
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DECALOGUE OF VALUES
VALUES THAT ALREADY EXIST, BUT GAIN REAL POWER 
ONLY WHEN THEY’RE ACKNOWLEDGED AND TURNED 
INTO CONSCIOUS EVERYDAY CHOICES

E T H I C S

S O C I A L  I N I T I A T I V E S

T R A N S P A R E N C Y  &  T R A C E A B I L I T Y  

E N V I R O N M E N T

H E A L T H

C I R C U L A R  E C O N O M Y  I N I T I A T I V E S

D E S I G N

I N G R E D I E N T S

P R O D U C T  M A K I N G

D Y E I N G  &  F I N I S H I N G S  



A NEW GENERATION 
COMMUNICATION

THE VALUES COME TO LIFE THROUGH ICONS 
ILLUSTRATED BY ARTIST GIANLUCA CANIZZO

After defining the decalogue of values, it was essential to choose a language capable of 
communicating it effectively. Thanks to the work of artist Gianluca Cannizzo, these values 
have taken shape and come to life through a series of illustrated icons that go beyond 
verbal definition and enter the realm of immediate perception.

https://mypostersucks.com
https://mypostersucks.com
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VISUAL CAMPAIGN

The InsideOut Decalogue of Values, 
narrates – through the icons designed by 
artist Gianluca Cannizzo – the journey and 
the set of choices that shape the true 
identity and value of companies and 
products. 

Starting from icons, the Rome-based 
creative agency Cultur-e brought to life the 
visual identity of the InsideOut by C.L.A.S.S. 
campaign, which officially launched on 
social media on November 26.



InsideOut by C.L.A.S.S. – Trust is the New Luxury
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THE CAMPAIGN:
insideout by class – TRUST IS THE NEW LUXURY
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WHAT IS IT?
InsideOut by C.L.A.S.S. – Trust Is the New Luxury is a social campaign 
designed to raise awareness, inform, and build a new culture rooted in the 
values and quality of our wardrobe. Values that might be invisible to the 
eye, yet essential in guiding our choices. 

A quality shaped by a bond with local territories, by a culture of 
craftsmanship and “savoir-faire”, and by the ability to build a development 
model that responds to the increasingly demanding expectations of global 
consumers: transparency, traceability and authenticity.
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5 objectives
The InsideOut by C.L.A.S.S. campaign is built 
around five key objectives:

1. Raising consumer awareness: increasing knowledge 
and understanding of values such as transparency, 
ethics, traceability, social engagement and 
sustainability in wardrobe production.

2. Enhancing companies’ value: participating 
businesses see their measurable values recognised – 
both the visible ones (look, performance and style) 
and the invisible ones (ethics and social 
responsibility).

3. Strengthening the supply chain: the campaign 
promotes shared communication along the entire 
production chain, highlighting responsible and 
sustainable practices.

4. Creating social and communication content: articles, 
videos, posts, events and educational materials that 
narrate the stories and values behind companies and 
their products.

5. Ensuring transparency and documented traceability: 
reports, certifications and verifiable data that make 
tangible the values declared.
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PATRONAGE &
MEDIA PARTNERS

InsideOut by C.L.A.S.S. – Trust Is the New Luxury was launched during an event 
supported by the patronage of British Chamber of Commerce for Italy, Camera 
Nazionale della Moda Italiana, Camera Showroom Milano, Comune di Milano, 
Confartigianato Moda, Confindustria Moda, FILO, Fondazione Symbola, Milano 
Unica, Piattaforma Sistema Formativo Moda, Regione Lombardia, Rén Collective 
and Slow Fiber. 

Media Partner: LifeGate

LAUNCH EVENT PATRONAGES



CONTACT:
info@classecohub.org 

THANK you.
LET’S MAKE THE DIFFERENCE 
TOGETHER! FOLLOW US @CLASSECOHUB ON

classecohub.org 

THE RIGHT CHOICE FOR A SMARTER WARDROBE
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